The British University in Egypt

BUE Scholar
Business Administration

Business Administration, Economics and
Political Science

Summer 5-18-2018

Examining the Effect of Cultural Intelligence on the
Internationalization of Swiss Small and Medium Enterprises
Hadia Fakhreldin
The British University in Egypt, hadia.fakhreldin@bue.edu.eg

Follow this and additional works at: https://buescholar.bue.edu.eg/bus_admin
Part of the Business Intelligence Commons, Entrepreneurial and Small Business Operations
Commons, and the International Business Commons

Recommended Citation
Fakhreldin, H. (2018). Examining the Effect of Cultural Intelligence on the Internationalization of Swiss
SMEs. International Business Research. The Candian Center of Science and Education, 11(6), 89-101.

This Article is brought to you for free and open access by the Business Administration, Economics and Political
Science at BUE Scholar. It has been accepted for inclusion in Business Administration by an authorized
administrator of BUE Scholar. For more information, please contact bue.scholar@gmail.com.

International Business Research; Vol. 11, No. 6; 2018
ISSN 1913-9004
E-ISSN 1913-9012
Published by Canadian Center of Science and Education

Examining the Effect of Cultural Intelligence on the
Internationalization of Swiss Small and Medium Enterprises
Hadia Fakhreldin1
1

Faculty of Business, Economics and Political Science, The British University, Egypt

Correspondence: Hadia Fakhreldin, Faculty of Business, Economics and Political Science, The British University,
Egypt.
Received: April 6, 2018
doi:10.5539/ibr.v11n6p89

Accepted: May 10, 2018

Online Published: May 18, 2018

URL: https://doi.org/10.5539/ibr.v11n6p89

Abstract
The study examines the relationship between cultural intelligence (CI) and the internationalization of Swiss
Small and Medium Enterprises (SMEs). It also evaluates the role of internationalization motivators within that
relationship. A self-administered survey was sent (by email) to the managers of 640 Swiss SMEs, identified from
the Swiss SME database (Switzerland Global Enterprises-ge.com). The data analysis confirms that the
internationalization process and the intention to internationalize depend to a large extent on the cultural
intelligence of these managers. The analysis also identified access to information on foreign markets as the main
motivator that affects this relationship. The study proposes solutions and recommendations to stakeholders and
policy makers to enhance and support SME internationalization through developing specific individual and
organizational aspects, mainly the cultural competencies of managers and more access to detailed information on
foreign markets and their differing environments.
Keywords: cultural intelligence, internationalization, motivators to internationalize, Small and Medium
Enterprises (SMEs), Switzerland
JEL: M16, M13
1. Introduction
One of the outcomes of globalization is that companies and countries are increasingly dealing with the forces of
internationalization in all economic spheres; public and private. This is evident in developing and developed
countries. SMEs should be in a better position when it comes to internationalization, as they can better respond
to changing market conditions, evolving consumer preferences and shorter product life cycles by customizing
and differentiating products (OECD P. A., 2000). This means that a country like Switzerland, whose economy
relies on SMEs for growth and development, should have a clear advantage (OECD, 2004). Swiss SMEs are
increasingly internationalizing to compete with the advantages and dominance of large international companies
stemming from the forces of globalization. However, many are struggling, and the pace of internationalization is
slower than they desire. In 2015 the percentage of the revenues of SMEs stemming from exports was around 57%
(Baldegger, R., Wild, P., Morel, B., 2016).
The literature identifies various difficulties that generally face SMEs targeting international markets. These range
from obstacles at the level of the individual (manager/entrepreneur) – which stem from the internal environment
- to impediments at the organizational level – which largely result from the external environment. The OECD
report on Small and Medium-sized Enterprises emphasized that SMEs need to upgrade their management skills,
their capacity to gather information and their technology base (OECD P. A., 2000) – not in refs! to be able to
enter foreign markets. Internationalization would also require their governments to improve the access to
financing, information infrastructures and international markets (OECD P. A., 2000) not in refs. Therefore, both
the individual and the organizational aspects play a key role in SME international expansion.
This study examines the relation between individual attributes and internationalization. It analyses the different
dimensions of cultural intelligence and explores how these dimensions contribute to the initiation and/or success
of the internationalization of Swiss SMEs. Furthermore, it examines the organizational motivators/obstacles and
considers them as environmental factors (internal and external). It attempts to identify those that are most
important and whose absence may hinder internationalization the most. The paper is organized as follows:
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2. Literature Review
2.1 Cultural Intelligence
Cultural intelligence is an important concept because of its positive influence on international business success
(Crowne, 2008). It is one of related conceptualizations (e.g. cultural adaptability, intercultural competence and
sensitivity) which are products of the interaction of various fields of research: sociology, psychology,
management, organizational behavior and anthropology. They all refer to a person’s motivation and skills as well
as his/her behavior and strategies for dealing with people and situations influenced by cultures different from
his/her own dominant culture (Fakhreldin, 2011).
A widely accepted definition of cultural intelligence (CI) is the one by Ang et al., it refers to “an individual’s
capability to function effectively across cultures” (Ang, Livermore, & Van Dyne, 2010) (Mor, Morris, & Joh,
2013). This means that CI refers to the ability to perform effectively in situations and surroundings different to
those one has been used to. Being culturally intelligent means identifying behaviors that are universal, behaviors
that are cultural and distinguish other behaviors that are idiosyncratically personal to an individual in a specific
situation (Van Dyne et al., 2010). CI should not be confused with ‘cultural adaptation’, as it goes beyond this
(NG & Earley, 2006). Cross cultural adaptation refers to four skills only; emotional resilience, flexibility,
perceptual acuity and personal autonomy. They are all fundamental for effective and appropriate cross-cultural
management (Spencer-Oatey & Franklin, 2010). CI covers more aspects and entails the skills of cross-cultural
adaptability in addition to knowledge, motivation and behavior (Ang & Inkpen, 2008). According to Ang et al.
(2010), CI focuses specifically on one's capability to effectively understand and adapt to a myriad of cultural
contexts as an essential skill set needed to operate and/or lead effectively across cultures.
The CI (numerically referred to as Cultural Quotient - CQ) consists of the sum of 4 quotients reflecting 4
components (motivational, cognitive, metacognitive and behavioral). The motivational CQ describes desire and
self-efficacy (NG & Earley, 2006), in situations characterized by cultural differences (NG, Dyne, & Ang, 2009).
Cognitive CQ refers to knowledge about different cultures (NG & Earley, 2006), as well as awareness of
different cultural settings acquired from education and personal experience (NG et al., 2009). Metacognitive CQ
is concerned with the cognitive strategies to acquire and develop coping strategies (NG & Earley, 2006),
especially in intercultural interaction (NG et al., 2009). It is argued that this dimension is the core of CI (Mor et
al., 2013). Behavioral CQ describes the repertoire of culturally appropriate behaviors, words and gestures (NG
& Earley, 2006), in cross-cultural interactions (NG et al., 2009). This four-factor model of CI has the support of
different scholars and researchers (Fakhreldin, 2011; Ang et al., 2010; Crowne, 2008).
There were several attempts to develop models and introduce scales to determine and measure CI. The CQ
(Cultural Quotient) by Earley and Ang (2003) was shown to be both valid and reliable in different studies
conducted by various scholars (FakhrEldin, 2011; Ang & Inkpen, 2008; Van Dyne et al., 2008; Ang, et al.,
2007;). It consists of statements covering each of the four dimensions, which are evaluated through a Likert
scale. The sum of these scores describes the individual's capability to function and manage effectively in
culturally diverse settings (Ang, et al., 2007).
2.2 Internationalization
Internationalization takes place when enterprises cross their national borders entering different countries to offer
their products/services to diverse markets (Masum & Fernandez, 2008). Therefore, internationalization is the
process in which firms expand their activities abroad and increase their foreign market involvement (APEC as
cited in Yuhua) (2015). This notion of expansion and increase of activities is reflected in the various definitions
adopted by scholars to define internationalization.
The OECD adopts a broad definition and describes it as business expansion and growth in international markets
(Kalinic & Forza, 2012). Johansson and Vahle’s definition is comprehensive and is adopted in many academic
studies; it is the on-going process of increasing the business's dedication and contribution in the international
market arena (Mura, 2011). However, this does not necessarily mean that all firms will succeed in this
endeavour. The process is dynamic and is initiated and supported by specific motivations and it is affected by
many variables (Wild, 2014). Furthermore, there are specific patterns that firms follow to expand beyond their
borders (Lloyd-Reason et al., 2009). Several theories and approaches have examined these stages starting from
the Uppsala model (which is resource-based) to the market model which is behavioraly based to the network
model which draws on theories of social exchange (Kamakura, Ramón-Jerónimo, & Gravel, 2012). Although
these theories are based on different approaches, they all examine and highlight the motivation to
internationalize and try to evaluate and explain the forces that drive this motivation. Nevertheless, there is no
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concrete conclusion regarding the order of importance of these factors when it comes to internationalization
intention or implementation.
One of the main motivations for internationalization is advancement and development in technological and
economic spheres on a global level and the increase in volume and value of international trade (Wambui, 2013),
which is (hoped) will result. Also, the lowering of barriers to trade has made international markets more
accessible; it also created push and pull factors (Doole & Lowe, 2008). These two motivations combine the
traditional and the modern view, the former is concerned with securing basic sources and raw materials, using
technological advancements and gaining competitive advantage (Wambui, 2013). The latter advocates that firms
internationalize to achieve social and economic developments which are essential for businesses to survive (Acs
& Terjesen, 2013). There is also agreement in the literature – regardless of the theoretical approach - that human
capital, technology, and managerial ties overseas appear as key factors in the international evolution of
businesses (Kamakura, Ramón-Jerónimo, & Gravel, 2012).
Much of the literature on firms’ internationalization initially focused on the exporting mode of entry.
Traditionally, this is the major internationalization strategy which increases firms’ international expansion
(Masum & Fernandez, 2008). However, in the current decade and certainly since 2001 the focus (of the firms –
and consequently the literature - has been shifting to different internationalization entry mode strategies (Doole
& Lowe, 2008). These include licensing, franchising, joint venture and foreign direct investment (FDI) (Wild,
2014). The advancement in technology – and within it the increasing role of the social media - made many
modes of entry more accessible and less resource-consuming to initiate and monitor.
2.3 Small and Medium Enterprises (SMEs)
The European Commission defines SMEs as the category of micro, small and medium-sized enterprises (SMEs)
that are made up of entities which employ fewer than 250 persons and which have an annual turnover not
exceeding 50 million euros, and/or an annual balance sheet total not exceeding 43 million euros (Masum &
Fernandez, 2008). The OECD adds that SMEs are diverse groups operating in different business activities and
markets (OECD, 2004).
Omer et al. (2015) indicate that SMEs constitute the backbone of any country’s economy, they create job
opportunities, improve the economy and promote the effective use of regional resources which leads to
economic growth and development (2015). Despite this significant role in the economy, SMEs face serious
constraints in many countries, often resulting in their failure (Sha, 2006). One strategy that can be used to
overcome local constraints is internationalization (Udomkit & Schreier, 2015).
2.4 Internationalization of SMEs
Since the middle of the twentieth century, the world has witnessed a rapid internationalization of markets,
industries and firms, which led to an increased number of conceptual and empirical studies on international
entrepreneurship (Moen & Servais, 2002). Although gradual internationalization models have been criticized for
being too deterministic, the field of born-global research (SMEs that start as international entities from inception)
has been largely fragmented and has provided different theoretical and methodological approaches (McDougall
and Oviatt 2000).
Internationalization has become increasingly important to the competitiveness of enterprises of all sizes (Wilson,
2006). It is also significant in the case of SMEs, as they cannot always depend on the national or even local
market. Despite the considerable research on the internationalization of SMEs in recent years, no comprehensive
framework has yet emerged to explain and predict the factors leading to SMEs going global. SME
internationalization is described as the process used by an SME to approach new markets and customers, to have
access to specific resources, materials or a more expertise workforce; to protect its products from domestic
competition as well as to extend and leverage its business capability internationally (Onkelinx & Sleuwaegen,
2008). Although many theoretical frameworks exist to explain internationalization the subject field still poses a
critical challenge, particularly in relation to SMEs (Moen 2002).
There are several forms of SME internationalization, most typically it is exporting (Masum & Fernandez, 2008);
however, firms now focus on diverse activities, such as partnering with foreign firms to develop a strong
international business through knowledge and technology exchange/transfer (Kalinic & Forza, 2012). SMEs
seek to internationalize to alleviate risk and to generate profit that can be further utilised to enhance research and
development and expansion of operations (Yuhua, 2015). As stated by the APEC Policy Support Unit,
internationalization helps in alleviating SMEs risk through being in diverse markets, generating more profits to
be invested in production and technological advancements that are acquired when dealing with foreign markets.
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Also, it helps in improving the efficiency of SMEs. SMEs, which do internationalize, are able to develop more
than SMEs focusing only on local markets (Lakew & Chiloane-Tsoka, 2015).
The classical drivers for SMEs to internationalize are stemming from the external environment; economic,
technological and political reasons, as well as globalization that helps such firms to find different opportunities
(Masum & Fernandez, 2008). Czinkota (2002) proposed dividing these forces in terms of reactive and proactive
reasons for an SME to internationalize. The proactive motives offer an incentive to change the strategy of the
firm based on its interest in developing unique skills and market capabilities. These motives are profit benefit,
technological advantage, managerial support, economies of scale and scope, access to resources and information,
opportunities to grow and saving costs (OECD, 2004). On the other hand, the reactive motives indicate that
firms internationalize due to pressures from local markets, e.g. overproduction, surplus capacity, competitive
pressure, decline in local sales, proximity to new customers and saturation (London, 2010).
There are also barriers that impede the process of internationalisation for SMEs. Some of these are stemming
from the external environment, but they are mostly internally (individually) driven. In general, SMEs – by
nature - have limited resources (Udomkit & Schreier, 2015; Acs & Terjesen, 2013). This is the case with respect
to physical resources as well as financial and human resources. The same applies to other factors, e.g. lack of
internationalization experts, scarce information about overseas markets, especially in meeting international
product standards rules are a serious barrier for some SMEs (OECD, 2009). Furthermore, the inability of local
SMEs to recognize an international opportunity, failure in contacting customers and unfamiliarity in the
international procedures for SMEs are barriers that impede SME internationalization (OECD, 2009). The latter
demonstrates deficiencies in the competencies of the leaders and owners of the SMEs; this includes management
capabilities, intercultural competencies, knowledge and relevant past experiences (Udomkit & Schreier, 2015).
Thus, knowledge of foreign markets and the ability to reach and communicate with different customers in
different parts of the world are important factors that affect the ability to internationalize. The Swiss
International Entrepreneurship Survey of 2016 identified “international entrepreneurial orientation” (IEO), as a
key factor influencing the degree and the success of internationalization of SMEs (Baldegger et Al., 2016, p. 19).
The IEO is a facet of CI, as it describes the attitude of the company and its managers towards opportunities and
involvement in international markets (more or less the behavioral component of CI).
The APEC stated that the internationalization of SMEs is hard to measure, as there is no single body keeping
records of their activities (Yuhua, 2015). Therefore, the figures from secondary data are not accurate, as they do
not represent all SMEs operating; many are not formalized and do not have records. Several attempts have been
made to rectify this however, they were not successful due to poor or scarce SME records themselves. Hence,
most researchers in this field use the Survey approach or the Census approach (Yuhua, 2015). However, it is not
clear in the literature, which factors are more important in achieving and maintaining SME internationalization.
With respect to SME internationalization entry modes, SME’s tend mostly to adopt classic foreign market entry
strategies. This includes licensing, franchising, joint ventures as well as mergers and acquisitions (Foreman-Peck
& Zhou, 2015). FDI provides SMEs with entire ownership and full control of operations, but it can be costly and
requires high commitment with high uncertainty and risk in the host market (Jakl & Volery, 2006). Deciding on
the internationalization strategy and the entry mode strategy depends on many aspects; SMEs current state –, i.e.
knowledge of foreign markets, past experiences, accessibility to resources, communication skills, networking,
degree of control and commitment, stability, risk involvement and the structure of the targeted market in the
foreign country (Gunnarsson, 2011). Therefore, the motivators of and the obstacles to internationalization, on
both the individual and the organizational levels, are all determinants of SMEs expansion potential.
2.5 Swiss SMEs
Swiss SMEs are more than 300000 in number and they constitute 95% of the Swiss economy (Zhu et al., 2012).
According to the GEM (Global Entrepreneurship Monitor) report, Switzerland’s entrepreneurial orientation is
higher than the European average (Kelley, Singer, & Herrington, 2012) and (Kelley et al., 2012). Switzerland is
characterized by the success of its SMEs; it has been able to secure its top position in the field of innovation
consistently) (Eidgenossenschaft, 2017). Switzerland continues to hold the top position in the Global
Competitiveness Ranking of the World Economic Forum (Acs, Szerb, & Autio, 2016). In addition, Switzerland
successfully secured its top position in the current Global Innovation Index, which is published jointly by
Cornell University, INSEAD and the UN (Dutta, Lanvin, & Wunsch-Vincent, 2015).
Nevertheless, it is not easy for the Swiss SMEs despite their advancement and success in innovation to expand
into international markets. Swiss SMEs face a problem of shortage of human resources, specifically in the area
internationalization (Jakl & Volery, 2006). It is reported that there is a considerable difficulty in finding
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employees who are willing and capable of doing business internationally (Udomkit & Schreier, 2015).
Furthermore, research has shown that Swiss SMEs identified intercultural experience as the most important
factor in internationalization efforts, where 90% of the respondents of the survey conducted (among 309 Swiss
SMEs) confirmed that “intercultural competences help internationalize businesses” (Udomkit & Schreier, 2015,
p. 33).
Based on the above, the study proposes a conceptual model which is focusing on the cultural intelligence
attributes of the individuals in the SME and how they affect internationalization. The model integrates the
resource-based view with the behavioral and the network view by considering the main variables identified (and
empirically confirmed in the literature) in each and organizing them as “motivators to internationalize”. These
are: differential firm advantages, networks, production capacity, unsold inventory, additional orders, foreign
country regulations, foreign market information, increased competition, value chain advantages, export
promotion programs, growth opportunities, unsolicited orders (Crick, 2007).
These motivators should also affect this relation, as they are agreed-upon drivers of internationalization.
3. Conceptual Model

Figure 1. The Impact of Cultural Intelligence on SME Internationalization (author’s own work)
Using the above conceptualisation, research questions and hypotheses can be derived as below:
4. Research Questions and Hypotheses
The study attempts to answer the following research questions to fill the gaps in the literature:
1.
2.

To what extent does Cultural Intelligence affect both the intention to internationalize and the actual
internationalization of Swiss SMEs?
How do the internationalization motivators stemming from the internal and external environment affect
the relationship between Cultural Intelligence and SME Internationalization in Switzerland?

The study tests the following hypotheses using the data collected in Switzerland in the context of the model
represented in Figure (1):
H1: There is a significant relation between Cultural Intelligence and SME Internationalization intention
in Switzerland.
H2: There is a significant relation between Cultural Intelligence and actual SME Internationalization in
Switzerland.
H3: There is a significant relation between each dimension of Cultural Intelligence and the
internationalization intention of SMEs in Switzerland.
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H4: There is a significant relation between each dimension of Cultural Intelligence and the actual
internationalization of SMEs in Switzerland.
H5: The Relationship between Cultural Intelligence and SME Internationalization intention is affected
by the internationalization motivators in the internal and the external environments of the SMEs in
Switzerland.
H6: The Relationship between Cultural Intelligence and actual SME Internationalization is affected by
the internationalization motivators in the internal and the external environments of the SMEs in
Switzerland.
5. Methodology and Research Design
The study uses a mixed method of quantitative and qualitative strategies. The data gathered and analysed usually
give accurate statistical results that can be further verified using the personal interview approach (McCusker &
Gunaydin, 2014).
5.1 Sample Characteristics
There are more than 300000 SMEs in Switzerland. Privacy is important for the Swiss and it is practically
impossible to reach someone’s name and contacts, if one does not already know this person. The telephone
number provided in any listing was a general one that directs you to someone who only receives and transfers
messages. The email contacts lead to a general inquiry form to be filled out, then a clerk from the company
responds to the query. Both methods have been tried through a sample of 50 company contacts in each method.
The general inquiry form did not result in any information, whereas the phone calls resulted in obtaining 8
contact names and emails.
This enabled conducting preliminary interviews with 8 SME managers who also reviewed the initial survey.
Each manager also recommended certain databases to use for identifying the sample and distributing the survey.
They all agreed on using the database of Switzerland Global Enterprise and the yellow pages.
5.2 Data Collection Procedure
A pilot was undertaken through conducting interviews with 8 Swiss SME managers to confirm the findings of
the literature and test and update the survey instrument. The main revision suggested by one of the managers
was to translate the survey to German. This was surprising, as the assumption of the researcher was that it was
logical to have the survey in English, as this is the international business language. After the other 7 managers
were consulted, it was agreed to convert the survey to the German language. However, they agreed that both
versions should be sent out and the respondents would choose which one to complete.
All suggested revisions from the pilot study were made and the survey was translated and back-translated to
ensure accuracy. It was sent by email to more than 600 Swiss SMEs, as identified from the Swiss SME database
(Switzerland Global Enterprises-ge.com). They were identified based on activities that are significant in
Switzerland: chemicals, mechanical? manufacturing, textiles, pharmaceuticals, technology and accessories (e.g.
shoes, watches).
A total of 102 questionnaires were returned, out of which 98 were valid (8 were from the pilot study and were
reached through phone and then visited in person). There were 7 responses by email stating that they are not
interested to do the survey. Two said they did not have the time and one said she was on vacation and could do it
after 5 weeks. Interestingly, all these apology responses were from female managers/entrepreneurs. The total
response rate is 17%, which is acceptable. Excluding the 8 of the pilot, this resulted in a 15% valid response rate
which is acceptable in email or on-line surveys. As Adams et al (2014, p.131) argue “…response rates from
surveys—whether postal, telephonic or electronic—are rarely higher than 20 per cent.” Therefore, a 15 percent
valid response rate in this research is considered very good.
The characteristics of the valid sample responses are as follows:
Most of the respondents are males (93%), where 80% are University graduates, 15% have only a high school
degree and 5% have a doctorate degree. With respect to specialization, half of the sample are specialized in
Business or Economics, while 45% are Engineers. The sample has a representative distribution when it comes to
the size of the enterprise; around 45% have less than 50 employees, 25% have between 50 and 250, and 20%
have between 250 and 500 employees. Half of the enterprises are in the manufacturing industries and most of
the other half are service providers.
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5.3 Method
The Cultural Intelligence Scale (CQS) developed by Earley and Ang is used to measure CI of individuals; it is
adopted by the author and consists of 22 items; it assesses 3 items for metacognitive CQ, seven for cognitive CQ,
six for motivational CQ and six for behavioural CQ. As it is a self-rating scale, taking this test means giving
oneself a mark from 1 – 7 on each of the items. One of the items was reversed to make sure that respondents are
focusing while taking the survey. It is the last question in the motivational CQ. This score was then reversed
when adding the total scores of SQ. This part of the survey is followed by questions regarding the motivation for
SME internationalization to identify which ones are more effective in the internationalization initiation and
continuation. The reliability of the scale was tested, and it proved reliable with a Cronbach alpha score of 0.88.
Each of the sub-constructs also proved reliable with a Cronbach alpha score of above 0.77 (McCusker &
Gunaydin, 2014).
There are 3 questions regarding the internationalization itself: action, intention and number of years. The
remaining questions elicited biographical information.
6. Findings and Discussion
The statistical analysis is conducted using SPSS. The number of cases examined was 98, after eliminating invalid
responses. First, Pearson correlation is calculated taking into consideration the variables. The correlation matrix is
presented in Table 1 below.
Table 1. Correlation Matrix
Correlation Matrix
Internationalization
Internationalalization

number of years
internationalized

intention
to
internationalize

SQS

SQK

SQM

SQB

SQ

Pearson
Correlation
Sig.
(2-tailed)
Pearson
Correlation
Sig.
(2-tailed)
Pearson
Correlation
Sig.
(2-tailed)
Pearson
Correlation
Sig.
(2-tailed)
Pearson
Correlation
Sig.
(2-tailed)
Pearson
Correlation
Sig.
(2-tailed)
Pearson
Correlation
Sig.
(2-tailed)
Pearson
Correlation
Sig.
(2-tailed)

1

No. of years
internationalized
1.000

**

intention to
internationalize
1.000

**

SQS
-.348

**

SQK

SQM

*

**

-.224

-.291

SQB

SQ

.019

-.234*

0.000

0.000

.000

.027

.004

.853

.020

1

.a

.203*

-.031

.049

.195

.109

0.000

.049

.762

.639

.058

.293

1

-.348**

-.224*

-.291**

.019

-.234*

.000

.027

.004

.853

.020

1

.435**

.677**

.349**

.688**

.000

.000

.000

.000

1

.626**

.531**

.884**

.000

.000

.000

1

.290**

.780**

.004

.000

1

.744**
.000
1

The research’s dependent variables are the internationalization intention and internationalization success, which
are categorical. Therefore, logistic regression is used to predict the contribution of each independent variable to
the probability of the occurrence of the dependent variable. A series of logistic regressions are conducted to
cover all the possible relationships between the independent (CQ with all its constructs/dimensions; SQS, SQK,
SQM, SQB) and the dependent variables (internationalization intention, internationalization action,
internationalization years). In addition, age, as well as the internal and external internationalization motivations
were considered.
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Table 2. Results of Logistic Regression
Internationalization intention as a dependent variable and all independent variables
SQS
SQK
SQM
SQB
SQ
Education
Specialization
Work years
Size
Age
Differential Firm Advantages
Networks
Production Capacity
Unsold Inventory
Additional Orders
Foreign Country Regulations
Foreign Market Information
Increased Competition
Value Chain Advantages
Export Promotion Programs
Growth Opportunities
Unsolicited Orders

Wald statistic
6.975
3.873
5.507
0.035
3.938
0.0
1.67
0.0
0.0
0.025
1.24
1.532
2.611
0.6
0.209
0.612
4.7
0.674
0.475
0.377
0.618
0.338

Sig
0.008
0.049
0.019
0.98
0.047
1
0.196
1
1
0.875
0.265
0.216
0.106
0.438
0.647
0.434
0.03
0.412
0.491
0.539
0.432
0.561

Decision
Significant
Significant
Significant
Not Significant
Significant
Not Significant
Not Significant
Not Significant
Not Significant
Not Significant
Not Significant
Not Significant
Not Significant
Not Significant
Not Significant
Not Significant
Significant
Not Significant
Not Significant
Not Significant
Not Significant
Not Significant

The CI as a construct is significant. Looking at the individual components, we find the metacognitive SQS is
most significant. The Behavioral SQ is not significant. When it comes to the motivators, there is only one aspect
that is significant: the access to market information, which is proposed in the literature (Udomkit & Schreier,
2015; Acs & Terjesen, 2013; OECD, 2009). This is remarkable, but it is logical. When a firm intends to
internationalize, the fundamental requirement it needs is accurate and comprehensive information about the
market it wants to pursue. Otherwise, it would be operating in the dark and taking a risk for no obvious gains.
Table 3. Results of Logistic Regression
Actual internationalization as a dependent variable and all independent variables
SQS
SQK
SQM
SQB
SQ
Education
Specialization
Work years
Size
Age
Differential Firm Advantages
Networks
Production Capacity
Unsold Inventory
Additional Orders
Foreign Country Regulations
Foreign Market Information
Increased Competition
Value Chain Advantages
Export Promotion Programs
Growth Opportunities
Unsolicited Orders

Wald statistic
6.975
3.87
5.507
0.035
3.938
0.0
1.67
0.0
0.0
31.104
23.2
25.5
22.3
21.5
26.6
29.8
24.1
29.8
28.8
27.3
30.4
26.1

Sig
0.008
0.048
0.019
0.98
0.047
1
0.196
1
1
0.0
0.0
0.0
0.0
0.0
0.0
0.0
0.0
0.0
0.0
0.0
0.0
0.0

Decision
Significant
Significant
Significant
Not Significant
Significant
Not Significant
Not Significant
Not Significant
Not Significant
Significant
Significant
Significant
Significant
Significant
Significant
Significant
Significant
Significant
Significant
Significant
Significant
Significant

The CI measured by the cultural quotient has a significant effect on the actual internationalization. All
dimensions of SQ are significant, except the behavioral SQB. This means, that the culturally appropriate
behavior, words and gestures are not of high importance; it is rather the strategy, the self-efficacy, the desire and
the knowledge that are more important in the internationalization context. The highest significance is in the
meta-cognitive dimension, which is viewed as the core of cultural intelligence (Mor et al., 2013).
It is interesting to note, that all the motivators are of high importance as they affect the relationship between CI
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and actual internationalization positively and significantly. Therefore, they can be considered as ongoing reasons
for the continuous success of the internationalization. This implies, that even if they were not the initial reason
for internationalization, they are important to continue and maintain the internationalization momentum of the
SMEs. After the firm is already international, it pursues sustaining this condition which is achieved by taking all
options/drivers of internationalization into account.
Based on the analysis, the following can be concluded:
1.

2.

Cultural Intelligence affects the internationalization of SMEs to a high extent. It is important for SME
managers and owners to possess CI, to be ready to consider internationalisation and then engage
successfully in it.
The internationalization motivators stemming from the internal and external environment play a
significant role in already internationalized SMEs. However, when it comes to the intention to
internationalize, a major contributor to this initiative is the access to foreign market information. This is
the one aspect, that needs to be fulfilled in order to pursue the engagement in global markets.

With respect to the hypothesis, the following is concluded:
H1: There is a significant relation between Cultural Intelligence and SME Internationalization intention
in Switzerland.
H2: There is a significant relation between Cultural Intelligence and SME actual Internationalization in
Switzerland.
H3: There is a significant relation between each dimension of Cultural Intelligence and the
internationalization intention of SMEs in Switzerland. This is partially accepted, as the behavioral
dimension of the CI is not significant in the relation.
H4: There is a significant relation between each dimension of Cultural Intelligence and the actual
internationalization of SMEs in Switzerland. This is partially accepted, as the behavioral dimension of
the CI is not significant in the relation.
H5: The Relationship between Cultural Intelligence and SME Internationalization intention is affected
by the internationalization motivators in the internal and the external environments of the SMEs in
Switzerland. This is confirmed on a limited scale, only with the access of market information.
H6: The Relationship between Cultural Intelligence and SME actual Internationalization is affected by
the internationalization motivators in the internal and the external environments of the SMEs in
Switzerland. This is accepted.
7. Conclusion and Recommendations
The study confirms that the internationalization intention and the actual internationalization are supported by the
cultural intelligence of the managers/owners of the SMEs. Furthermore, access to information of foreign markets
is identified as the main contributor to pursuing internationalization. This means that a main barrier to initiate
and engage in internationalization is the lack of access to sufficient information about international markets.
Therefore, governments, policy-makers and stakeholders should focus on developing more effective tools and
processes to provide the Swiss SMEs with accurate and sufficient data and information about foreign markets. In
addition, Swiss SMEs should enhance the capabilities of their employees with the skills and attributes associated
with Cultural Intelligence. Special attention should be given to developing the metacognitive strategizing skills
and the motivational and cognitive attributes. This can be achieved through training the existing employees (Mor
et al., 2013). It can also be attained through the careful selection and recruitment of employees who have
international experience, knowledge and inter-cultural competency (Barmeyer & Frankilin, 2016).
One of the limitations of this study is that the responses received mainly reflect the status of SMEs which are
interested in internationalization. Therefore, the results do not represent all SMEs. Future studies should try to
reach more SME managers. There should be an attempt to reach managers who are not pursuing
internationalization and try to examine the motivations and or obstacles leading to this condition. More in-depth
interviews and personal meetings while filling out the surveys will enrich the results, as more details can be
added, that complement other perspectives.
Another limitation is the tendency towards emphasizing elements of the resource-based view in the conceptual
framework and consequently in the analysis. Future studies might want to consider integrating the market view
and the more modern network view of the internationalization. Also, it is important to examine the
internationalization of SMEs’ in other OECD countries and compare the results. Furthermore, SMEs in
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developing countries should be investigated to identify, if the same conditions/requirements apply to them. This
is of high importance due to the significant role that can be played by SMEs in the economies and in societies at
large, and in those of the developing countries, in particular.
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